Purpose -The primary purpose of this study is to investigate the factors which infl uence customer satisfaction and customer loyalty in telecommunication services. Customer satisfaction and loyalty are considered to be major components ensuring eff ectiveness and growth in the services industry.
INTRODUCTION
We live in a technology-oriented world which has seen a phase of rapid development. Nowadays, the world is considered a global village (Friedrich, Shujaat, Syed and Ahmed (2015) , telecommunications is an immensely governed sector, rapidly making headway to keep up with the initiatives of global markets. As stated in the United Nations Conference on Trade and Development (UNCT-AD) Information Economy Report 2009, Pakistan ranked fi fth by growth and expansion of the cellular market in the world. The cellular market of Pakistan is among the rapidly growing markets which have a higher rate of growth than other sectors in the country (Ali et al., 2010) . According to the 2016 PTA annual report, the cellular density of Pakistan had risen from 60.72 % to 69.12 %, with a total of 133.24 million cellular subscribers in the country. Moreover, the mobile broadband (3G & 4G) penetration also increased to 15.32 % and the number of 3G and 4G subscribers reached 29.53 million. Pakistan has fi ve cellular service providers -Mobilink, Warid, Ufone, Telenor, and (CMpak) Zong -competing intensely for a bigger market share and more revenue.
This great expansion of the mobile telecommunication services market in Pakistan intensifi es the need to determine customer loyalty as the Pakistani cellular market of Pakistan has now reached its maturity stage. All service providers aim to satisfy customers, gain their trust, and prevent them from switching to other options (Gerpott, Rams & Schindler, 2001 ) by providing competitive quality services which include call quality, network issue, Internet packages, and SMS packages. According to Santouridis and Trivellas (2010) , to retain their customers, businesses should adhere to the services that are perceived as being more benefi cial than having to obtain and search for new ones. Customers who are loyal have a lower switching tendency and they are not prone to trying alternative market off ers very often. Additionally, they also generate positive word of mouth. Customer loyalty is extremely important and has gained signifi cance in the telecommunication service industry due to the competitive nature of the market (Gerpott et al., 2001 ). It has been observed that, in order to measure the loyalty of customers, other variables such as satisfaction have gained substantial attention in the marketing literature ( Kassim and Abdullah (2008) , satisfaction is not suffi cient to preserve longterm relationship with the service provider. Hart and Johnson (1999) and Aydin and Özer (2006) argued that to gain the loyalty of the customers, trust is an essential driver.
In the past, Rasheed and Abadi (2014), Ball, Simões Coelho and Machás (2004), Luarn and Lin (2003) and Kim, Ferrin and Rao (2009) examined customer loyalty in various service industries. These studies highlighted loyalty as a critical factor to consider in terms of the customers' perspective. Ishaq (2012) , Rust, Lemon and Zeithaml (2001) , and Ali and others (2010) asserted that, in telecommunication services, loyalty is the most crucial performance benchmark to obtain. Vol. 30, No. 2, 2018, pp. 177-194 The growth rate in the mobile telecommunications industry is reported to be phenomenal in recent years, and has caused the market to become very competitive (Qayyum et al., 2013) . Owing to the growing importance of the telecommunications industry, this paper predominantly analyzes the behavior of consumers in adopting the services of diff erent cellular service providers in Pakistan. Primarily, this research examines the eff ects of trust, customer perceived value constructs, and service quality upon satisfaction which leads to loyalty. The fi ndings of the study can help marketing practitioners as it represents a notable contribution to the knowledge of customer loyalty and satisfaction. This paper comprises the following section: after this Introduction, Section 2 deals with the theoretical background and hypothesis development of the study; the research methodology, including sample size, development of instruments, data collection procedures, and statistical techniques are reported in Section 3; Section 4 covers the fi ndings of the study while Section 5 presents the conclusion, implications, and limitations of the study.
THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT

Conceptual framework
Few researchers have adopted the framework of Theory of Reasoned Action (TRA) to measure customer loyalty and satisfaction in the services industry. Also, few researchers used Theory of Planned Behavior (TPB), as an extended form in which perceived behavioral control has been added to TRA. TRA presented by Fishbein and Ajzen (1975) provides a model to investigate the relationship between behaviors, intention, and attitude in social psychology (Hansen, Jenses & Solgaard, 2004) . Fishbein and Ajzen (1975) argued that the behavioral intentions are functionally related by attitudes, which forecast the desired behavior. Moreover, TRA considered intention as the best predictor of behavior (Kim et al., 2009 Lin and Wang (2006) also showed that belief that can be trust also infl uenced behavior directly as well as that mediated by attitude/intention. On the basis of TRA and TPB, the research model has been designed (see Figure 1 ). 
Customer satisfaction and loyalty
Importance of trust
In electronic commerce, winning consumer trust is often a matter of concern for marketers.
McKnight and Chervany (2002) and Deng and others (2010) stated that trust can be considered as belief and also as an intention. Belief refers to the user's perception of attributes of service providers, such as ability, integrity, and benevolence. Intention, on the other hand, refers to the truster's willingness or intention to depend on the trustee. In mobile and electronic commerce, customers cannot fully regulate the business; therefore, it is necessary for the service provider not to engage in any unfair behavior (Gefen, 2002) . As trust is an important factor in building and maintaining relationships, it is considered the main element of success in electronic commerce (Lee & Turban, 2001 ) and in mobile social commerce (Siau & Shen, 2003) . According to Morgan and Hunt (1994) , trust plays a critical role in developing such a relationship with customers which leads to loyalty. Many researches labeled trust positively as the backbone of a long-term relationship with customers and also considered it a driver of strong customer loyalty (Garbarino & Johnson, 1999; Sirdeshmukh, Singh & Sabol, 2002) . Customers who trust in an organization are more likely to be loyal to the company. Based on the theory of reasoned action, it is expected that trust precedes the loyalty.
According to Kassim and Abdullah (2008) , customer satisfaction and loyalty increase when customers trust their service provider. In other words, if a customer does not trust the service provider, that consumer will undoubtedly be dissatisfi ed with the service provider. Theory of reasoned action also posits that trust leads to satisfaction which, in turn, increases loyalty. According to Kim 
Perceived service quality and customer satisfaction
According to Qayyum and others (2013), service quality is referred to as the customer judgment about the overall performance excellence and maintenance of the service. Service quality is one of the important determinants of examining the customer experience of the service (Khan & Fasih, 2014) . Higher service quality increases the satisfaction of purchasing the same product and aff ects the buying behavior of the customers (Venetis & Ghauri, 2000) . However, service quality is extremely important for survival and battle with competitors (Kyoon Yo & Ah Park, 2007).
Service quality is viewed as a strong predictor of customer satisfaction, as it relates to the overall effi ciency of service providers (Kim et al., 2004) . According to Gitomer (1998) , customer satisfaction is attained by providing the up-to-mark service that also meets expectations. Based on these views, the following hypothesis is formed:
H4: Service quality has a positive impact on customer satisfaction.
Customer value and customer satisfaction
According to Sweeny 
Instrument development
This study used an adapted 5-point Likert scale questionnaire, in which 1 represents "strongly disagree" and 5 represents "strongly agree." The questionnaire consisted of two parts: the fi rst part was related to the demographic profi le of respondents and concerned their cellular service usage; whereas the second part dealt with the constructs. Most items of the constructs were adapted from Deng and others (2010), with some added questions related to the past studies mentioned in Table 4 .2. The purpose behind such a design of the questionnaire was to acquire useful information related to the topic. 
Sample frame and data collection procedure
The data was collected from the mobile subscribers with the help of the adapted questionnaire. 
Statistical techniques
A number of statistical tests were used, including exploratory factor analysis (EFA), confi rmatory factor analysis (CFA) and Structural Equation Modeling (SEM). EFA was employed to align the constructs, with CFA applied for confi rmation of the factors. Lastly, SEM was used because it allows checking all the variables in the model simultaneously (Chin, 1998) . SEM analysis would also help in the measurement error reduction by using CFA (Fornell & Larcker, 1981) . This means that the relationship among examined factors is free of measurement errors.
DATA ANALYSIS AND RESULTS
IBM SPSS 22 (Statistical Package for social sciences) and IBM Amos 22 (analysis of moment structure) were used to analyze the data. The data of 384 respondents was used to explore factors by means of principal component extraction, along with Varimax orthogonal rotation. Furthermore, the reliability of the factor loading items, which should be a minimum 0.7 value of the Cronbach alpha (Nunnally, 1978) , was determined. After ex-ploring the factors, CFA was performed to analyze composite reliability (CR), maximum reliability (Max R), model fi tness and validation concerns, which involved the average variance extracted (AVE), discriminant validity, and construct validity. After that, SEM path analysis was performed to check correlations among the constructs. Nunnally (1978) , the reliability of each construct should have a minimum cut-off value of 0.7.
Demographic profi le of respondents
After EFA, CFA was also performed. One item of customer satisfaction was removed to obtain the optimum model fi t. The overall measurement model validity and reliability were also assessed by performing CFA. Validity concerns for the measurement model were checked in CFA by using the "Master Validity Tool" Amos plugin. Table  4 .3 shows the model validity.
Discriminant validity and model fi t
Model fi tness refers to the overall fi tness of our measurement model and our structural model. Diff erent measures would be used to check the goodness of fi t (GoF) index. Table 4 .4 shows that all values are in their acceptable region. 
Hypothesis testing
After getting the model fi tness, the structural model was established and the hypothesis of the model was checked by performing path analysis among the variables. Table 4 .5 shows the relationship among factors, while Figure 2 represents the structural model. 
Mediation
Mediation is used to check the causation in the model. It explains the accurate understanding of an antecedent on the dependent variable.
Mediator plays a vital role in this causation chain. The Baron and Kenny (1986) approach was used to check the mediation in the model, which states three types of mediation: full, partial and indirect. However, modern literature suggests that mediation is less nuanced; it may be present when an indirect eff ect shows signifi cant results (Hayes, 2013) . Bootstrapping should be used to run the mediation analysis and to avoid limitations of the Baron and Kenny approach (Hayes, 2013; Jose, 2013) .
In this study, only indirect eff ect was checked by using a user-defi ned indirect estimate by Amos. Table 4 .6 shows the results of the indirect mediation. This clearly refl ects that customer satisfaction mediates the correlation with trust, service quality, emotional value, and monetary value in a signifi cant manner towards customer loyalty, which means that mediation is present. 
DISCUSSION
Pakistan's telecommunication sector is considered to be a complex, yet one of the fastest growing sectors in the country's economy. It promotes and generates subscribers' interest by introducing new off ers, services, packages, and much more which mobile users fi nd attractive and cannot resist engaging in. Thus, it is very challenging to judge customer loyalty and satisfaction in such a dynamic environment.
This study focused on some determinants and antecedents of customer loyalty and satisfaction that users fi nd useful in terms of usage level of the service. This study identifi ed the impact of service quality, trust, and customer perceived value on the satisfaction of the customer. Moreover, the eff ect of trust and satisfaction are also judged based upon customer loyalty. The relationship among variable was assessed by using path analysis in AMOS.
The results reveal that trust and satisfaction have a signifi cant positive eff ect on customer loyalty. However, satisfaction was found to have the greatest impact on customer loyalty as its path coeffi cient value is 0.247, whereas the coeffi cient of trust is 0.071. Ribbink, Riel, Liljander and Streukens (2004) also found that trust has a weaker impact on customer loyalty compared to customer satisfaction. The signifi cant result shows that trust and customer satisfaction are the antecedents that will eventually increase customer loyalty to the service provider. The result supports the fi ndings of Yang (2001) . Therefore, cellular service providers need to make sure that they meet their customer needs and wants successfully in order to build a trustworthy relationship with them.
Trust and service quality were both found to have a signifi cant and direct eff ect on customer satisfaction, thus confi rming the results of Turel and Serenko (2006) . In addition, it has been found that service quality has the greatest impact upon satisfaction among all antecedents having a path coeffi cient of 0.420. It indicates that mobile users fi nd service quality to be the most appealing element in forming their satisfaction towards loyalty (Wang, Lo & Yang, 2004 ).
The emotional value and monetary value of perceived value constructs have a positive significant impact on satisfaction (Deng et al., 2010) . This shows that monetary value and emotional value are important constructs through which customers seek to boost their satisfaction level. Furthermore, functional value was found to have a signifi cant and negative correlation with customer satisfaction, while social value shows a negative insignifi cant correlation. The negative sign shows inverse correlation. These results support the fi ndings of Dehghan and others (2015), Leelakulthanit service providers off er. As consumers are more tech-savvy nowadays, they want to keep in touch with the world anywhere and anytime via messages, voice chats, social packages, and video calls, especially after the inception of 3G and 4G services. They may believe in the functional and social values of the service provider but may easily switch providers if they do not satisfy their desire or expectation of a particular service. Customers want maximum satisfaction from their service providers. However, due to intense market competition, service providers cannot fulfi ll all desired expectations. This may change the behavior and satisfaction level of the customer, and implies that their satisfaction will gradually decrease as they rely more on functional and social value.
Managerial implications and limitations
Achieving customer satisfaction and loyalty has become increasingly challenging for mobile operators. This research study provides an exclusive viewpoint and validates the comprehensive customer loyalty and satisfaction model in Pakistan. It also highlights the relationship of perceived value dimensions, service quality and trust on customer satisfaction and loyalty. The fi ndings of the study provide a practical implication for mobile service providers as the research model explains that customer loyalty is well developed and managed through trust and customer satisfaction. Therefore, mobile service providers should invest in their services to earn the trust of customers and build a strong satisfaction level, as positive trust leads to a favorable level of satisfaction among customers and helps maintain their loyalty. Therefore, Pakistani service providers are advised to work on these psychological elements. Moreover, the PTA should regulate and manage such experts and authorities that enhance the marketing perspective of the telecommunication industry. It is recommended that PTA's promotional and marketing strategies be focused in a positive way that infl uences customer behaviors in a favorable manner. Cellular companies and organizations should maintain a relationship with customers by enhancing their services and staying in contact with them via e-mails to address and resolve their complaints. Responding promptly to subscribers will be essential in achieving customer satisfaction, which also enhances other factors such as trust, service quality, and perceived value constructs of emotional and monetary value. Furthermore, cellular organizations should invest in building a positive image of their brands to increase the loyalty of customers as the most important factor in maintaining a sustainable position to compete in an aggressive and challenging environment. Cellular companies in Pakistan ought to adopt such strategies that increase the satisfaction level, as it is strongly related to building customer loyalty.
The research study was conducted mainly in Karachi, Pakistan. In view of numerous cultural diff erences between Pakistan and other countries, a future cross-cultural study can be conducted to enhance the understanding of loyalty and satisfaction antecedents. Also, this study is focused specifi cally on cellular services in Pakistan, but other service industries can be included to examine the diff erences among them. For future studies, it is suggested to investigate the relationship between loyalty and several other antecedents, such as corporate image, price, word of mouth (WOM), and switching cost. Control factors such as age, income, and gender should be considered to achieve a broader outcome. In a bid to strengthen the scientifi c contribution, a direct correlation of service quality and all customer value dimensions and their impact on loyalty may be examined in future research studies as well.
